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1 INTRODUCTION 
Retailers should be very interested in their customers’ in-store behavior. Only when they 
understand how and why their customers behave in a certain way they will be able to 
adjust their own operations accordingly to increase sales and profitability. However, ac-
cording to previous research many retailers still seem to ignore this in-store behavior 
(Sigurdsson et al. 2016 p. 42). Instead they try to achieve profit by negotiating rebates, 
slotting fees and other promotional allowances from the manufacturers or even the real-
estate providers rather than in the margins derived from sales (Sigurdsson et al. 2016 p. 
42). If this is true it means that a lot of retailers base their in-store marketing efforts on 
assumptions and guesses rather than proven facts. So how should retailers approach this 
problem and in what way could they get their hands on valuable information about in-
store behavior? 
    
What if we could scan our customers’ brains and observe the thoughts that goes through 
their minds? Does it sound like something from a science fiction movie? That is because 
we most likely still are not able to do just this. What could be the realistic next best thing 
then? There is a technique available today that allows us to record what our customers 
look at while shopping in a store. By using a certain type of recording device called an 
eye-tracker we can track what our customers look at and validate whether our previous 
believes of what they are looking at are correct or not (Tobiproo.com, 2017).  
 
Until now we have mostly based our choices on how to place products in a retail store or 
what to write on our displays on believes or second-hand information that we have re-
trieved in customer surveys. Thanks to the eye-tracking methodology we have an addi-
tional method in which we are able to base our choices on actual proven facts retrieved 
from real life environments. This method is a significant source of data which should be 
of interest to all kind of retailers who look to impact their customers’ in-store decision 
making. Based on the data retrieved in an eye-tracker study the retailers can improve their 
in-store marketing to better fit the actual consumer behavior by various types of in-store 
marketing (Huddleston et al. 2015 p. 562).  
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Hence, in-store customer behavior is a highly interesting topic also for XXL Sports & 
Outdoor Oy for whom this thesis was conducted. The eye-tracking device is also a useful 
tool to effectively collect reliable data in a short period of time (Tobiipro.com, 2017).  
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 XXL Sports & Outdoor Oy 
XXL is a sports retailer based in Norway and listed on the Oslo Stock Exchange since October 
2014. XXL has a total of 76 brick and mortar large unit stores in Norway, Sweden, Finland and 
Austria combined (xxlasa.com 2017). The Finnish subsidiary XXL Sport & Outdoor Oy is com-
missioning this Master Thesis and wants to conduct an eye-tracker study about the consumer be-
havior in their stores.   
 
This thesis will discuss the in-store advertising in a typical XXL brick and mortar retail store and 
its impact on visual attention of the customers. Even though more and more of today’s retail adver-
tising is done digitally, the physical in-store advertising at XXL still play a key role in affecting the 
consumer’s behavior once they are inside the actual store. This is at least what the management of 
XXL believe. The in-store displays, product baskets and informative shelf ends (see fig. 1) are some 
of the methods that a company can use to attract the customers’ visual attention in the store and 
thereby try to affect the customer behavior. Other methods are dialogue conducted by the sales 
personnel, audio marketing and even marketing using scent or touch (Soars 2009, p. 287). This 
Thesis will however limit the focus to the physical visual in-store advertising and its role in the 
context.  
 
 
   
 
Figure 1 Display, product basket and shelf end (Photos by the author, 2017). 
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 Statement of the problem 
As mentioned in the brief introduction chapter there are several ways to attract a customer’s visual 
attention and try to affect their behavior. XXL uses a certain own standard concept of in-store ad-
vertising and store design which they believe work in a certain way (XXL Esillepanokäsikirja / 
Manual Exposure 2017). This research will try to answer the question of what the customers look 
at once inside the store compared to what the commissioner thinks the customers look at. In other 
words; What do the customers look at when shopping in a typical XXL store and how big of a role 
do the physical in-store advertising have?  
 
 Background and need 
The management of XXL Sports & Outdoor Oy has an assumption of what the impact of their 
standard in-store displays, products and shelf ends is in attracting the customers’ visual attention. 
However, this is something that they have never investigated. They have data about how their cus-
tomers walk inside the store but no-one has ever recorded what the customers look at inside the 
store. Therefore, they are very interested in gathering data about this and how this behavior is af-
fected by their in-store advertising. It might also be that the role of the in-store advertising turns out 
to be inappreciable which also would be a very valuable insight for the commissioner. Lack of 
reliable metrics from real life in-store advertising is also a reason for them to commission this re-
search themselves. This Thesis is commissioned by the Finnish subsidiary XXL Sport and Outdoor 
Oy but the results will be highly valuable for the whole XXL Group as all the subsidiaries and stores 
follow the same marketing concept including the use of in-store advertising. At writing moment 
XXL has just expanded from the Nordics to Central Europe (Austria) which means that the network 
of stores where this data can be used keeps on expanding. This fact increases the value of the re-
search and its outcomes for the commissioner. To the author’s best knowledge, previous research 
has not tried to answer these same specific questions before. This means that the results of this work 
will be valuable also for other retailers than XXL. 
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 Purpose and research questions 
The purpose of the thesis is to track what the customers in a XXL store look at, to find out what 
role the standard XXL in-store advertising play in attracting the customer’s visual attention and to 
find out whether the advertising works as assumed or not. The research will be limited to the in-
store displays, products and shelf ends and their role in attracting visual attention. The research will 
not analyze the impact on the consumer behavior of factors such as the dialogue with sales person-
nel, previously read advertisements, special campaigns or the time of the day.  
 
The management of XXL has some assumptions that will work as a base for the research questions 
in this study. The management believes that products on display attract more visual attention than 
the shelf ends and that colorful shelf-ends will attract more attention than black-and white shelf 
ends. Moreover, they believe that the price information on a product display will attract more visual 
attention than the product information. These assumptions are based on the author’s discussions 
with the management of XXL and represent their own predictions.  
 
Based on these assumptions the following research questions are raised: 
 
RQ1: What attracts the customer’s visual attention inside the store? 
RQ2: What advertising categories (displays, shelf-ends and products) do the customers look at? 
RQ3: Do the products on display attract more visual attention than the shelf-ends? 
RQ4: Which of the colorful or black and white shelf-ends attract more visual attention? 
RQ5: Do the customers focus more on the price- or product information while looking at a given 
product display? 
RQ6: Is the result to RQ5 affected by how the price reduction is displayed? Either in -% or -€? 
RQ7: Is there a difference in what the customers believed they looked at and what they looked at? 
 
 Limitations 
As stated previously XXL follows a certain own concept of exposing their products and advertising 
inside the store by the usage of physical in-store marketing. This research will limit the experiment 
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to the current given setup of in-store advertising and not take into consideration how a possible 
modification of the given concept would affect the attraction of the customers’ visual attention. 
Also, the effect of factors such as dialogue, audio- and scent marketing will not be taken into con-
sideration. This is something that would be of high interest in any further research. 
  
2 LITERATURE REVIEW 
For the theoretical discussion and literature review to be relevant it should reflect the problem and 
the research questions. Therefore, the topics that are included in the literature are the following 
main topics (see fig. 2). Chapter 2.1 will cover consumer behavior on a general level while chapter 
2.2 will cover consumer behavior from an in-store perspective. Chapter 2.3 will cover attraction of 
visual attention and chapter 2.3 will cover in-store advertising. Also, chapters 2.2 and 2.3 will cover 
the topics from an in-store perspective.  
 
 
 
                           In-store environment 
 
Figure 2 Visual overview of the topics in the literature overview. 
 
Research 
questions
Consumer 
behavior
Attraction 
of visual 
attention
Physical 
advertising
15 
 
 Consumer behavior  
 
This chapter will discuss consumer behavior and which factors that affects the decision making. 
This topic will be discussed to be able to understand on a general level what factors that may affect 
how a customer decides to act in a certain way. 
 
The topic consumer behavior is a very wide subject and can be divided into various separate sub-
categories. However, independent of any specific category the broader topic share three areas in 
common. They are: pre-purchase, purchase and post-purchase (Madichie 2009 p.845). This means 
that whether you are analyzing teenagers buying stuff online and getting their purchases delivered 
by drones or analyzing elderly citizens and how they go about while buying flowers from the local 
market square you always have these same elements of pre-purchase, purchase and post-purchase 
phases to look at. The content of the elements just varies significantly depending on who and what 
you are observing. For retailers that want to maximize their sales and profits it should be of interest 
to know in what way they as vendors can influence all these three phases. This thesis focuses on 
the actions inside the brick and mortar retail store and thus most of the literature review will be 
about the actual purchase phase since the consumer already have been influenced in his or her pre-
purchase phase and decided to enter the store. The world and how we behave as consumers have 
changed a lot over the years and the change is perhaps faster now than ever. This change is now 
also fueled by factors such as digitalization, legislation and the fact that consumers are getting more 
and more enlightened than earlier (eugdpr.org, 2018). The single biggest thing that have changed 
over the last 30 years in shopping behavior is that consumers nowadays spend a lot less time in the 
store while shopping (Soars, 2003 p. 628). This is partially a result of the consumers being able to 
do a lot of the pre-research needed in advance before entering the physical store. Therefore, retailers 
of today are faced with the challenge of impacting the consumer’s behavior inside the store in an 
ever-decreasing frame of time. Even though the consumers of today are much more enlightened and 
perhaps thus not as perceptive for external influence it doesn’t mean that the consumer is totally 
unaffected by the various attempts to impact their behavior inside the store. A lot of so called im-
pulse purchases still take place.  
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“The starting point for understanding buyer behavior is the stimulus-response model” (Kotler, 2003 
p. 183). The stimulus-response model (see fig. 3) visualizes the factors that influence a consumer’s 
buying behavior and what characteristics of the buyer that lead to a decision.  We have the classic 
marketing stimuli consisting of the 4 P’s: Product, Price, Place and Promotion. Together with the 
other stimuli which are economic, technological, political and cultural these influence the buyer to 
make certain decisions to buy. However, also the buyer’s own characteristics such as cultural, so-
cial, personal and psychological affect the decision process.  
 
 
 
 
Figure 3 The stimulus-response model (Kotler 2003, p. 184) 
 
 
Cultural  
As Kotler mentions (2003, p. 183) especially the cultural characteristics are important in determin-
ing what a customer wants to buy. Here one can also find that each culture consists of smaller sub 
cultures with their own specific identification. These subcultures are for example nationalities, re-
ligions, racial groups and geographic regions. Sometimes when these subcultures grow large 
enough companies might even plan and create tailored marketing campaigns and brands to serve 
them. 
Buyers's decisions
Product choice, Brand choice, Dealer choice, Purchase timing, Purchase amount
Buyer's carachteristics                      Buyer's decision process
Cultural, Social, Personal, Psychological Problem recognition, Information search, 
Evaluation of alternatives, Purchase 
decision, Postpurchase behavior
Marketing stimuli                                     Other Stimuli
Product, Price, Place, Promotion
Economical, Technological, Political
Cultural
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Social 
There are also social factors such as family, reference groups, social status and roles. The reference 
groups are all groups that have a direct or indirect influence on the customer’s behavior. These can 
be for example co-workers and friends just to mention a few (Kotler 2003, p. 184).  
  
Personal 
One’s personal characteristics also influence the buying behavior. Personal characteristics are for 
example age, stage in life, lifestyle and economic circumstances. Taste in style of clothes or home 
decoration for example is something often related to age (Kotler 2003, p. 190).   
 
Psychological 
The psychological characteristics affecting the buying behavior are motivation, perception, learning 
and believes and attitudes. Motivation can be described as any need that is “sufficiently pressing to 
drive the person to act” (Kotler 2003, p. 195). Even though a person might be motivated to act how 
he or she actually acts then depends on his or her perception of the given situation. Learning again 
can be compared to experience. The longer you have lived and the more you have learned along the 
road the more experience you have. This experience also influences in what manner you make your 
buying decision. Believes and attitudes are what people think and feel about something (Kotler 
2003, p. 198-199). 
 
When talking about consumer behavior it is important to understand that the consumer involved in 
the purchase process can be everything from an individual to a group of people (Solomon et al, 
2006, p.6). The individual conducting the purchase in the store might not necessarily be the end 
user of the product. For example, a parent can buy an item for their child or someone can buy an 
item intended as a gift for someone else. Groups can be for example families affecting each other’s 
decision making and at the same time consume the purchased item as a group although only one of 
the members have done the actual act of purchasing. 
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 Consumer behavior in-store 
According to Shoham and Brenčič (2003, p. 128) spontaneous purchasing occurs in three contexts: 
when a shopper is unfamiliar with the store layout, is under severe time pressure and finally when 
the consumer is reminded by in-store shelves or displays to purchase a product. The last context is 
what is interesting for this research and a later chapter will take a closer look on how the in-store 
shelves and displays affects the consumer behavior.  
 
Are all our customers one homogenic mass? Do they all behave according to the same generic 
patterns? There are most certainly diverse types of customers and they are not only different when 
it comes to basic parameters such as gender, age, education or income level. Independent of those 
parameters we can divide our customers into separate groups depending on how we expect them to 
behave. POPAI (Point of Purchase Advertising International), have divided shoppers into four 
unique profiles (see fig. 4). These four profiles are labeled as “time stressed, explorer, trip planner 
and bargain hunter” (POPAI 2012, p. 3). 
 
As we can see in the figure the highest total basket average belongs to the time stressed customer. 
This is perhaps somewhat surprising since you would think that in a shorter period the customer 
will not buy as much as a customer using more time in the store. However, this may be explained 
partially by that this group of customers often belong to the demographic group between 18 and 44. 
The lower age customers are probably not the ones contributing to the high basket value average 
but in the same group you have the full time employed high income individuals as well. The ex-
plorers are the customers that like to spend some more time in the store and for example see what 
new products there are. These customers are often over 55 years of age and with a lower income 
level. Then we have the trip planners. These customers de facto spend less time in the store than 
the time stressed customers since their main goal is to get the shopping executed according to their 
well-made plan. As the final customer type, we have the bargain hunters. These customers are 
really price conscious and are also the ones to use the most coupons to get good deals. These cus-
tomers are also the least loyal to a certain retailer.  
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Figure 4 The four shopper profiles as defined by POPAI (2012, p.3) 
 
Previous research (Anic & Radas 2007, p. 125) has also shown that customers that are more loyal 
to a specific retailer and store are also more prone to be affected by the in-store advertising displays 
in that store. Research (Sherman et. al 1997, p. 373) has also shown that the emotions, such as 
pleasure and arousal, of the consumer play an important part in the buying behavior and that this is 
something retailers also should keep in mind when creating the shopping environment. Retailers 
should therefore seek to create in-store surroundings that enhance the mood of the shopper and get 
them into a good mood. This is something that also can be done by friendly and helpful customer 
service by the sales personnel in-store.   
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 Attraction of visual attention in-store 
 
Today more than ever we as consumers are easily overwhelmed with the amount of information 
that is poured over us. Different instances want to reach us and get our attention for whatever the 
reason might be. As the information flow increases and it gets harder and harder to stand out in the 
eye of the consumer the importance of understanding how consumers process information increases. 
It is also good to remember the following; “Our brain cannot cope with everything instantly, so in 
a supermarket for example, our eyes are constantly sweeping around, taking in everything. We have 
to deselect 80-90 per cent at any one time in order to concentrate on the task that we are doing.” 
(Soars 2003 p. 629).  
 
Consumers often have subjective views of things due to their own experience, believes, knowledge 
etc. In his book “Consumer Behavior” Saito (2009, p. 198) states that consumers’ subjective hy-
pothesis are crucial for the buying process since the consumers tend to hang on to their pre-assump-
tions and even ignore additional information. As a consequent of this they also tend to “behave as 
if they had to confirm their preliminary assumptions” (Saito 2009, p. 198).  If this is the case, then 
how can we try to affect that behavior? What are the methods that we can use to influence the 
decision-making process? One way is to try to attract as much of the customers’ visual attention as 
possible and direct it to the specific items in the store that you as a retailer want to promote. 
 
Every decade POPAI conducts a study about how shoppers shop. The latest study, made in 2012 
shows that as much as 76% of the decisions were made in-store (POPAI 2012, p.2). That is an 
increase by almost 9% since the previous study. By understanding this we should at the same time 
realize that this means that the decisions are made during an often very brief period of time. The 
consumer seldom uses much of his or her time in front of one specific product before carrying on 
to the next product or section in the store. This means that those products that succeeds in attracting 
the visual attention of the consumer are also the ones that are more likely to be chosen (Clement et 
al, 2014 p. 187). 
 
Depending on what product the customer is planning to purchase his or her behavior will also be 
different. For example, if they see a sign of a product in-store with a high price or if the product is 
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technically advanced the customer will also pay greater attention to their purchase. This is due to 
the willingness to reduce risk and to avoid making mistakes (Chevalier & Mazzalovo 2004, p. 214). 
 
What is the factor that decides whether the in-store customer eventually will decide to buy a product 
or not? There is obviously not just a single factor that affects this decision but it can be argued that 
the very least a store manager will have to succeed in is making the customer stop by a certain 
product that the manager wants the customer to buy. The ways by which retailers try to make their 
customers stop are for example various in-store marketing activities of which point of purchase 
displays is a good example (Sano&Yada, 2015, p. 359). 
 
According to McGuire (1976, p. 302) consumer information processing contains eight separate 
steps which are:  
 
1. Exposure 
2. Perception  
3. Comprehension  
4. Agreement  
5. Retention  
6. Retrieval  
7. Decision making 
8. Taking action 
 
The present Thesis will not cover all the above steps but focus on the first two steps which are 
exposure and perception. In other words, we ask ourselves how consumers perceive the information 
they are exposed to. Further we ask ourselves what the differentiating factors are that dictates 
whether the information attracts the consumers’ attention or not. Even more specifically we want 
to know what attracts the consumers’ visual attention. What do we as consumers look at then? 
Where do we focus our visual attention? One interesting thing is to understand where in front of us 
we focus our look. The figure below (see fig. 5) shows us both the vertical and lateral preferred 
viewing angles. According to that the lateral preferred viewing spectrum is only 30 degrees wide. 
This could indicate that for example products on display closer to the center of the isle in the retail 
store would attract more visual attention than shelf ends along the isle as the shelf ends would 
require a wider viewing angle (Dulsrud, 2009 p. 209).  
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Figure 5 The preferred viewing angles (Dulsrud 2009 p 209). 
 
Previous research has shown that shape, packaging and colors attract consumers’ attention (Kaup-
pinen-Räisänen, Luomala 2010 p 289).  According to Kauppinen-Räisänen & Luomala; “The at-
tention-getting device of color, in particular, is stressed, implying that it is the most essential visual 
cue as it is found to be the first package cue noticed by consumers.”  The attention of the consumer 
seems to increase with the degree of color deviation and can further be divided into voluntary and 
involuntary attention.  Regarding involuntary attention this means that consumers exposed to sur-
prising colors in a certain product range or environment may pay closer attention to the object com-
pared to if the colors would be the expected ones. Regarding the voluntary attention, it means that 
the expected colors attract attention because they are “relevant for the task at hand” (Kauppinen-
Räisänen, Luomala 2010 p. 289). This may seem a bit confusing but depending on whether the 
consumer is looking for a specific thing or not his or her attention will be attracted due to different 
color reasons.  
23 
 
 
Also, Sachdeva and Goel have in their research found that objects which stand out regarding size 
and contrast inside the store are more likely to attract the attention of the customer (Sachdeva and 
Goel 2015, p.76). Previous research (Cummins et. al. 2017, p. 717) has shown that which types of 
content attracts the viewer’s attention better; graphic or text is also dependent on the age of the 
viewer. In their research Cummins et. al. (2017) found that especially younger viewers found 
graphic content more informative than written content. It is also worth mentioning that the graphic 
content attracted the visual attention better for both younger and older viewers. The difference was 
found in how informative the content was perceived depending on whether it was graphic or text.  
 
 
2.3.1 Physical in-store displays 
Retailers know that they somehow must influence the consumers and what they pay attention to if 
they want to affect the customers’ purchasing choices. One way of doing this is by using diverse 
types of signage or communicate attributes about the products by placing the products themselves 
so that the consumers will see them while walking through the store. If you as a retailer want to 
promote a specific product or a specific range of products, you can strive to place that product or 
those products very close to where you assume your customers will walk inside the store. It can be 
for example in a separate basket on the floor close to or even in the middle of the aisle. This way 
you rely on the consumer noticing the product better than if it was stored in its usual place perhaps 
a bit further away and higher up in a shelf.  Another way is by using signs to draw attention. The 
signs can promote special prices or specific attributes of the chosen product (Clement et al, 2014 p. 
189).    
 
In figure 6 we can see an example from the 2012 POPAI study about the several types of in-store 
displays used by retailers, and to what extent they managed to attract the visual attention of the 
customers (POPAI 2012, p.5). As the graph shows only 13% of the eye-fixations in the study were 
made to in-store displays. Out of these 13% of fixations almost half (44%) were made to End Caps 
and 34% were made to Floor Stands. Regardless of this if we look at what types of in-store displays 
that the retailers in the study have preferred we see that over 51% of the displays used are Floor 
24 
 
Stands and only 35% are End Caps although the research showed that the End Caps attracted more 
visual attention.  
 
 
 
 
Figure 6 Data about in-store displays (POPAI 2012, p. 5).  
 
It is worth mentioning that it is not only the display itself that affects whether the customer looks at 
it or not, the effect is also dependent on the surroundings around the display. The more stuff you 
put immediately by the display the poorer it will attract the customers’ attention. As Philips (2015, 
p. 146) puts it in his research “The best way to attract attention with end-of-aisle promotions is to 
not have anything near it”.  
Also, Nuwer (2017, p. 18) mention in her research that the location of the in-store display influences 
our behavior and whether we decide to make a purchase or not.  She found in her research that 
retailers in grocery stores could influence the number of healthy snacks sold by simply replacing 
the candy and sweet snacks usually sold by the cashier to the healthy alternatives.    
 
25 
 
 Literature summary 
 
Previous research and literature show that consumer behavior is a complex topic and how consum-
ers behave depends not only on a single factor but on a vast combination of factors such as for 
example cultural background to what mood the customer happens to be in.  
 
If you take a closer look at what affects the consumer behavior in-store specifically you will see 
that there are even more factors to be aware of. One thing that previous research shows is that the 
retailer must succeed in making the customer stop at the product they want their customers to buy. 
To do this the retailer must first attract the customers visual attention in order to make them inter-
ested enough to stop. Previous research has shown that objects that stand out in size or contrast are 
more likely to gather looks than other objects. There are several types of different in-store marketing 
displays such varying from cap ends and floor stands to the products themselves. What the most 
effective combination is can be hard to know in advance although there is research to guide retailers 
in this task.  
 
3 XXL MARKETING CONCEPT AND STORE DESIGN 
 
XXL follows their own marketing concept and an own store design which includes the in-store 
displays, products on display and shelf ends. The reader should therefore be introduced also to this 
topic to be able to fully understand the research. 
 The XXL concept 
XXL is a so called big box retailer. The term Big Box refers to the stores that are big in size and 
resembles large boxes due to the store’s physical appearance. Globally well-known other typical 
big box retailers are for example Best Buy, Wal-Mart and Ikea. The XXL store concept includes 
stores that vary from 3,000 m2 to 5,300 m2 in size with the average store size being approximately 
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3,900 m2. All stores follow the same layout and “The products are presented in a convenient man-
ner and an engaging atmosphere where customers get a “one-stop-shop” experience with a wide 
variety of products, easy accessibility and convenient parking (xxlasa.com 2017). 
 
XXL have chosen the following focus areas that they want to live up to since they believe they are 
and will be the reasons for their customers to choose XXL over the competitors (XXL Exposure 
Manual 2017 p. 36) 
 
 XXL has the largest product assortment both in width and depth 
 XXL has the most topical products for any given season 
 XXL sells only well-known brands 
 XXL has the most affordable prices 
 XXL has an excellent product knowledge 
 It is easy to shop at XXL  
 
 Store design 
The store is the single most important part in the XXL business. That is where XXL meets its 
customers and tries to impress them with the huge product assortment, impressive presentation of 
the products and by skilled personnel. XXL believes that the store offers their customers pleasant 
experiences which will differentiate them from the competitors. This is believed to turn the custom-
ers into loyal returning customers that rely on XXL whenever they need something.  
 
How XXL seeks to influence their customers’ in-store behavior are: 
 
 Products 
 Displays 
 Personnel 
  
XXL uses specific product offers and products prone to impulse buying to tempt their customers 
into visiting their stores. For that reason, these products are given a particularly visible placement 
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along the aisle inside the store. In this way, the customers are encouraged to make purchases 
throughout the whole store. Products that are thought to be bought after more careful consideration 
are often placed a bit further from the customer stream (XXL Exposure Manual 2017 p. 22)  
 
 
 
4 METHOD AND EMPIRICAL CONTEXT 
 
The method used in this Thesis is a natural field experiment combined with a brief survey done 
through a questionnaire. The research consists of three separate phases which all the informants 
went through. The informants were all given the exact same instructions before each of the phases.     
 
 Experiment as research method  
This thesis aims to answer the research questions by gathering and analyzing primary data about 
the consumer behavior in an as close as possible real-life environment. This is done by conducting 
a natural field experiment in which the researcher gathers information by observing what the in-
formants look at in a natural setting in a XXL retail store. The observations are recorded using a 
mobile eye-tracking device placed on the informant’s head while he or she walks inside the store. 
In a natural field experiment the researcher aims to intervene only to the extent required to conduct 
the research (Nair 2008, p. 58). This way the experiment will remain as natural as possible. 
 
Phase 1 of the study was done by primary observation (Saunders et al, p. 296) using the eye-tracking 
device. Phase 2 was partially done as phase 1 and further as an experiment where there was one 
dependent variable (Saunders et al, p. 142) that was manipulated to see in what sense that specific 
variable affected the results. Phase 3 was done by using a self-administered questionnaire (Saunders 
et al, p. 362) 
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 Data collection / tool 
 
As mentioned in the introduction of this Thesis the method of eye-tracking is something very inter-
esting. The researcher gets access to previously unreachable data about what the customer de facto 
is looking at while inside the store. This information is valuable for various retailers interested in 
understanding how well their in-store advertisements attract the visual attention of their customers. 
Based on this knowledge the retailers can then seek to further improve their store settings, displays 
and products on display. 
 
The following quote from Huddleston et al. shades light on this topic: 
“An understanding of the attention-capturing power of merchandise display elements has practical 
significance, as our findings will assist retailers in designing more effective displays, leading to a 
better shopping experience for consumers and enhanced sales for retailers.” (Huddleston et al. 
2015 p. 562). 
4.2.1 The device 
 
Figure 7 (Tobii Pro glasses) 
 
The data collection was done both by using a mobile eye-tracker device (see fig. 7) and by asking 
the informants to fill out a short questionnaire (see appendix 1) after they had finished the eye-
tracker recording.  
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The eye-tracker device registered what the customers looked at while inside the store (tobiproo.com 
2017). The data retrieved with the eye-tracking device was analyzed both manually in Microsoft 
Excel and by using the Tobii Pro Glasses Analyzer Software (see fig. 8). 
 
 
Figure 8 Screenshot of Tobii Pro Glasses Analyzer software 
 
 Sample 
The target was to have a minimum of 15 informants to conduct the study. During the day of the 
study 25 customers were asked to do their regular shopping while simultaneously wearing the eye-
tracker glasses. The customers were not told what was being measured. All the potential informants 
were asked to participate as they entered the store and offered a discount coupon (-25% of that day’s 
purchases) to increase their willingness to participate in the research. Out of the 25 customers asked 
to participate 20 agreed. The profile of the informants is shown in tables 1-4. As we can see 65% 
of the informants were 31-55 years old and 90% of the informants had visited XXL >2 times during 
the past 12 months. 16 of the 20 informants came to XXL looking for something specific. 
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Table 1 Gender of informants  
 
 
Table 2 Demographic of informants 
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Table 3 Previous shopping with XXL 
 
 
Table 4 Purpose with visit 
 
Regarding different methods of sampling this sample was chosen by convenience sampling accord-
ing to who was willing to participate in the experiment. Convenience sampling is a type of non-
probability sampling and sometimes called accidental sampling (Krishnaswami 2010, p. 54-55). 
 
No pre-selection of the informants was done. There was however one exception; people wearing 
glasses was not asked to participate since the eye-tracking device had accuracy issues with people 
wearing glasses during a test session of the device. The chosen sampling method did not limit the 
validity of the research since no specific demographic or other group of people was being investi-
gated. The group profile may have affected some of the results even if this study specifically did 
0
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0-1 2-3 4-5 6-10 >10
How many times have you visited XXL during last 
year?
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4
6
8
10
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14
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Are you looking for anything specific?
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not measure differences depending on for example age, gender, previous experience of XXL or the 
informant’s intention with the visit.  
 
The data collection was conducted on Friday the 8th of December 2017 from 10 am until 2:30 pm, 
at the time of the day when there were enough customers. On weekends, there may have been too 
many customers which may have distracted the informants. This may have resulted in less reliable 
results on the impact of the displays. 
 
 Phase 1 
Phase one of the experiment sought answers to research questions 1-4 presented in 1.4. The store 
setup including in-store displays, products and shelf ends was built according to the regular XXL 
concept (XXL Exposure Manual, 2017). The data collection was conducted in the first section of 
the XXL store called “the market place”. That is the section circled with red in the store layout map 
(see fig. 9). This section is where most of the products prone to impulse buying are placed and 
therefore of high interest.  
 
 
Figure 9 XXL Vantaa store layout (XXL Vantaa, 2017). 
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Each informant was asked to go about their shopping just the way they intended without being given 
any further instructions. They were not asked to look for anything specific or try to evaluate any-
thing. The measuring started at the point where the customers entered the area called “market place” 
in the store. Approximately 15-20 meters later before they arrived at the next section of the store 
they were asked to stop.  
 
 Phase 2 
Phase 2 of the experiment sought answers to research questions 5 and 6 presented in chapter 1.4.  
At this point each informant was positioned at a specific spot in front of an in-store display. Here 
the informant was asked separately to look at the display placed in front of them (See fig. 10). This 
way it was ensured that eye-tracker data was recorded about what in the display attracts more visual 
attention; the picture or the price even if the informant had not looked that closely at one of the 
previous displays in the store during his or her shopping. There were two versions of an otherwise 
identical display. Version 1 had the discount stated in percentage points and version 2 had the dis-
count stated in euros (€). The first 10 informants were asked to look at version number 1 and the 
last 10 informants was asked to look at version number 2. After this task, the eye-tracking device 
was removed from the informants and they were finally asked to fill out the questionnaire. 
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Figure 10 Product display inside XXL store in Vantaa. 
 
 Phase 3  
 
After the eye-tracker glasses had been removed the informants were asked a few questions regard-
ing their initial intentions of the shopping and whether they were affected by the in-store advertising 
in any way. In this additional experiment phase the aim was to compare the informants’ own opin-
ions of what attracted their visual attention versus what we can see through the eye-tracking data. 
The survey was limited to 4 well formulated questions (see appendix 1) in order to keep the data 
amount manageable.  
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 Validity and reliability 
Since the respondents were wearing a physical electronic device on their head during the experiment 
one must keep in mind that such an external factor might have affected the behavior during the 
experiment compared to a true real-life situation without the recording device and knowledge of 
someone watching what they do.   
 
5 RESULTS 
 
This thesis has 7 research questions that it tries to answer by analyzing the data gathered in the eye-
tracking study. Additionally, the informants are also surveyed to compare how their own perception 
about the in-store marketing fits with what they actually looked at according to the eye-tracker. 
 
Phase 1 of the study aims at answering the broader questions about what the customers looked at 
inside the store. It also measures a few chosen in-store advertising categories and compares which 
of them attracted more of the customers’ visual attention when compared to each other. This part 
of the study aims at answering research questions 1-4.  
 
Phase 2 of the study analyzes two slightly different versions of one single in-store display and how 
well various parts of that display attracted visual attention. Phase 2 aims to answer research ques-
tions 5-6.  
 
In phase 3 of the study the aim is to answer research question 7. That is how well the informants 
own perception of what they looked at is aligned with what they de facto looked at.   
 
The average recording time of all participants were 53,07 seconds. The average recording time for 
Phase 1 was 38,95 seconds and the average recording time for Phase 2 was 14,12 seconds. 
A total of 106 visual fixations were recorded in Phase 1 of the study. This amount includes all visual 
fixations with a duration equal to or over 2 seconds. In addition to these 106 fixations there were a 
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lot of fixations with shorter duration. The analysis of the fixations in Phase 1 was done manually 
by looking at the recordings and registering the fixations in a table (see appendix 2). Fixations with 
a shorter duration than 2 seconds were labeled as “insignificant” in relation to the longer fixations 
and therefore not taken into account.  
 
Regarding the reliability of the data produced by the eye-tracking device it can be regarded as highly 
qualitative. The overall accuracy of the eye-tracking data was very high with an average accuracy 
rate of 93,7%.  
5.1. Phase 1 
5.1.1 Research question 1 
What attracts the customer’s visual attention inside the store? 
 
Overall the study recorded a total of 106 visual fixations on one of the following objects inside the 
store; Displays, Shelf ends, Products or other objects. Other objects were things like XXL –shop-
ping carts or shelf headlines that were not specific areas of interest regarding the research questions. 
Other objects, than the ones specifically measured, did in fact not attract that much visual attention. 
Only 7 of the 20 informants looked at objects in the category other. Measured in amounts of fixa-
tions as we can see in table 5, only 8 out of 106 total fixations were on other objects.  
  
 
Table 5 Overall amount of registered visual fixations per measured category 
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This means that the in-store physical advertising objects measured in the study succeeded in attract-
ing 92,5% of the total visual fixations (see fig. 11). That means that the three categories which were 
objects for the research seem to be the ones attracting the customers’ visual attention also in a real-
life setting. The products on display attracted the most visual attention, the displays the second most 
and the shelf-ends the third most.  
 
 
 
Figure 11 Shares of the total amount of recorded fixations 
 
5.1.2 Research question 2 
What advertising categories (displays, shelf-ends and products) do the customers look at? 
 
92,5% of the total registered visual fixations were on the actual physical in-store marketing.  
All the 20 informants had at least 1 fixation on one of the three categories displays, shelf-ends and 
products.  
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As we can see in figure 12 below: 
 
 60% of the informants looked at some of the in-store marketing from all the categories.  
 35 % of the informants looked at some of the in-store marketing from two out of the three 
categories.  
 5% of the informants only looked at in-store marketing from one of the three categories.  
 
 
 
Figure 12 Proportion of informants looking at different categories of the in-store marketing. 
 
The category products gathered most of the visual attention with 44 fixations. Second best was the 
displays with 28 fixations and third the shelf-ends with 26 fixations.   
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5.1.3 Research question 3 
 
Do the products on display attract more visual attention than the shelf-ends? 
 
The product baskets or products on display attracted 44 of the total 106 visual fixations recorded. 
The shelf-ends on the other hand attracted only 26 of the total 106 visual fixations recorded (see 
table 6). Raw data available in appendix 1.  
 
  
 
Table 6 Number of registered fixations per categories shelf-ends and products 
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5.1.4 Research question 4 
Which of the colorful or black and white shelf-ends attract more visual attention? 
 
As seen in chapter 5.1.1 the different shelf-ends attracted 25% of the overall recorded visual fixa-
tions. Out of these 25 % the colorful shelf-ends represented 69,2% and the black and white shelf 
ends 30,8% of all the shelf-end fixations (see fig. 13).  
 
 
 
Figure 13 Fixations on colorful vs. black- and white shelf ends 
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 Phase 2 
Measuring what the customers focus on when looking at a specific product display.  
5.2.1 Research question 5 
Do the customers focus more on the price- or product information while looking at a given product 
display? 
The display used in the study contained information about a pair of outdoor pants. The display was 
divided into different sections called areas of interest. These areas of interest were then analyzed 
with the Tobiipro software. In total, there were 5 different areas of interest (see fig. 14): 
 
 Headline 
 Product Picture 
 Product information 
 Discount amount 
 Product price 
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Figure 14 Areas of interest (Headline, Product picture, Product information, Discount amount and 
Product price) 
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Table 7 Share of time per area of interest  
 
The total time spent looking at the display was 14,12 seconds on average. The shortest time was 
10,05 seconds and the longest time 22,57 seconds.  
In table 7 above, is shown how much time on average the informants used specifically per each area 
of interest. We can see that the time spent looking at the discount amount was the lowest with only 
0,57 seconds on average while the product information got the highest average with 3,95 seconds. 
The product picture got the second highest average with 3,51 seconds. The price information got 
1,92 seconds on average.  
These results are also visualized in figure 15 below as a heat map. There we see the same results 
with the red areas representing the spots that got most attention, the yellow areas the second most 
and the green areas the third most attention. The areas on the heat map without any color coding 
are areas that did not attract the informants’ visual attention at all.  
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Figure 15 Heat map of overall fixations combined on both versions of product display 
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5.2.2 Research question 6 
Are the results in Phase 2 affected by how the price reduction is displayed? Either in percentage 
points (- %) or in currency (-€)? 
 
 
 
Table 8 Discount stated in percentage 
 
In table 8 above only the first 10 informants have been included. They were the ones looking at the 
display with the discount amount stated in percentage points (see fig. 16). Regarding the picture 
layered in the analysis software for the heat map created in figure 16, it is de facto a picture of the 
display with the discount amount stated in currency due to lack of a picture of the other version. 
This however, have not affected the heat map analysis. 
We can see that that group of informants looked at the discount information for 0,40 seconds on 
average. In this version of the display the product price information got 25,09% of the visual atten-
tion.  
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Figure 16 Heatmap of visual fixations on display with discount stated in percentage points 
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Table 9 Discount stated in currency 
 
 
In table 5 above the last 10 informants have been included. They on the other hand were the ones 
looking at the display with the discount amount stated in currency (see fig. 17). Here the time spent 
looking on the discount information was 0,57 seconds on average.  In this version of the display the 
product price information only got 10,8% of the visual attention.  
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Figure 17 Heatmap of visual fixations on display with discount stated in currency 
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 Phase 3 
In phase 3 of the study the informants were asked to fill out a short questionnaire (see appendix 1) 
with both background information and a few questions about what they believed attracted their 
visual attention in the store.  The answers retrieved from phase 3 are shown in tables 10 -12 below 
and aim at answering research question 7 presented in chapter 1.4. The differences in the answers 
given by the customers and the actual recorded data are discussed in chapter 6. 
 
 
Table 10 Products vs shelf-ends 
 
In table 10 we see that 18 out of 20 informants believed they looked more at the products than the 
shelf-ends. We also see that all informants were able to answer this specific question. 
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Table 11 Colorful- vs black and white shelf-ends 
 
In table 11 we see that only 15 out of 20 informants were able to answer this specific question. Of 
those 15 persons only 1 believed he focused more on the black- and white shelf and the rest 14 
persons believed they focused more on the colorful shelf ends. 
 
 
Table 12 Price vs product information 
 
Regarding price information vs product information only 1 person could not answer the question 
and of the 19 that did 12 persons believed they looked more at the price information and 7 persons 
believed they looked more at the product information. 
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6 DISCUSSION  
The aim with this study was to better understand what the customers inside a XXL retail store looks 
at and what role the in-store advertising plays in attracting the visual attention. Seven specific re-
search questions were raised. They were based both on the believes of XXL management and pre-
vious research in the field. By conducting an eye-tracking study that was divided into two separate 
phases this Thesis tried to answer the research questions. The eye-tracking study was also combined 
with a questionnaire to the informants in order to find out their perceptions of the in-store displays.  
 
When looking at the results we can see that the objects measured in this study were the ones also 
attracting the clear majority of the visual attraction. Only 7,5% of the recorded fixations in Phase 1 
were attracted by objects other than the ones categorized as in-store marketing in this study. Of the 
total 20 informants only 7 persons looked at objects in the category “other”. These findings show 
that the in-store marketing used by XXL and measured in this study also is vital in attracting the 
customers’ visual attention. Hence, the answer to research question 1 “What attracts the customer’s 
visual attention inside the store? is answered. It is the in-store advertising used by XXL. Taking 
into consideration that as much as 76% of the buying decisions are made in-store (POPAI 2012) it 
should be satisfying for XXL to realize that their customers in fact pay a great deal of attention to 
their in-store marketing. This means that XXL also should be able to affect and steer their customers 
into potentially making purchase decisions while already inside the store.  
 
One of the topics of interest for both the management of XXL and this study was which of the 
specific in-store marketing objects that succeeded in attracting the most visual attention. We can 
see in figure 11 in chapter 5.1.1 that the products attracted 41%, the displays 26% and the shelf-
ends 25% of the total visual fixations of the informants. Hence, the answer to research question 2 
“What advertising categories (displays, shelf-ends and products) do the customers look at?” is clear. 
The customers focus most on the products and then on the displays and shelf-ends. 
 
As seen in table 2 in the results chapter the products on display attracted 41,5% of the total fixations 
whereas the shelf-ends only attracted 24,5% of the total fixations. This is also in line with the in-
formation presented in the literature review. Objects placed in the aisle are more likely to attract the 
customers’ visual attention than objects slightly more to the sides such as for example shelf-ends, 
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because the preferred lateral viewing angle is 30 degrees (Dulsrud 2009 p 209). Hence, the answer 
to research question 3 “Do the products on display attract more visual attention than the shelf-
ends?” is clear, products on display attract more visual attention. 
 
When looking separately at only the shelf-ends and comparing the colorful shelf-ends to the black- 
and white shelf ends the results showed that the colorful shelf-ends attracted 69% of the total shelf-
end fixations while the black- and white shelf ends only attracted 31% of the total shelf-end fixa-
tions. When comparing this result to the information in the literature review one cannot be too 
surprised. As also mentioned in the literature review objects that stand out in either size or contrast 
(Sachdeva and Goel 2015, p.76) are more likely to attract the visual attention of the customers. This 
is most likely also the reason to why the colorful shelf-ends attracted more attention than the black- 
and white shelf-ends. Hence, the answer to research question 4 “Which of the colorful or black and 
white shelf-ends attract more visual attention?” is clear, colorful shelf-ends attract more visual at-
tention. 
 
Research questions 5-6 were about which areas on a specific product display attracts most of the 
customers’ visual attention. A few specific areas of a given display were measured and the study 
wanted to find out if the customers focused more on the product information or on the price infor-
mation. As seen in the results the product information including both the picture and the written 
product description attracted a combined 71,21% of the total time spent looking at the display. The 
price information including both the product price and the discount amount got a combined 23,67% 
of the total time spent looking at the display.  
 
The written product information got the most attention and the product picture the second most. 
The product price attracted the third most attention and the headline the fourth most. Least attention 
was given to the discount amount. The study also measured whether the way the discount was 
stated, either in currency or in percentage points affected the time spent looking on the price infor-
mation. The time spent looking at the actual discount amount was almost the same regardless of the 
way the discount was communicated.  Interestingly however, when the discount amount was com-
municated in percentage points the informants spent a lot more time looking at the product price 
than in the case where the discount was communicated in currency. The informants that looked at 
the display with the discount stated in percentage points spent 25,09% of the total time looking at 
the product price whereas the informants that looked at the other version of the display where the 
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discount was stated in currency only spent 10,80% of the total time looking at the product price. 
Hence, the answer to research question 5 “Do the customers focus more on the price- or product 
information while looking at a given product display?” and 6 “Is the result to RQ5 affected by how 
the price reduction is displayed? Either in -% or -€?” are clear, product information attracts more 
attention. However, if the discount amount is stated in percentage points the attention to price in-
creases significantly. Based on these findings we can see that it indeed matters in what way you 
choose to communicate the discount amount.  
 
Phase 3 in the study wanted to answer the final research question, what the customers thought at-
tracted their visual attention and if that differed from what actually attracted their visual attention.  
Here we can see that 90% of the customers believed the products attracted more of their visual 
attention than the shelf-ends. The registered result show that the actual figure was 63%. This might 
mean that the products affected the customers more than the shelf ends and that is why the customers 
thought that they had looked more on the products than they had. Nevertheless, the products were 
the ones that attracted most of the visual attention even if it was in a slightly smaller proportion than 
the customers believed.  
 
We can see the same trend when comparing the colorful and the black- and white shelf ends. The 
customers were in the belief that they had focused more on the colorful shelf-ends than on the black- 
and white shelf ends. This was true but not to the extent the customers believed themselves. Here 
93% of the customers thought they had looked more on the colorful shelf-ends while the registered 
result was 69%. 
 
The third and final thing asked of the customers was which one of the product price or product 
information that attracted more of their visual attention. 63% of the customers believed the price 
attracted more of their visual attention. When looking at the registered results we see that in fact 
only 24% of the total fixations were on the price information whereas 71% of the total fixations 
actually were focusing on the product information. The answer to research question 7 “Is there a 
difference in what the customers believed they looked at and what they looked at?” is dependent to 
what we are measuring. Regarding the products vs shelf-ends and colorful shelf-ends vs black- and 
white shelf ends there were not that big differences in what the customers believed they looked at 
and what the actually looked at. However, when comparing price information with product infor-
mation there was a deviation. The customers believed that they looked more on the price than on 
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the product information while they de facto looked more on the product information. This could be 
interpreted as that the customers are more focused on the price and therefore thought that they also 
had paid more visual attention to the price information even if they actually had looked more on the 
product information. That is also in line with previous research about the effect of the customers’ 
own perception on their behavior (Kotler 2003, p. 195). This perception may very well be a result 
of the overall XXL brand as a sports retailer with extra, extra affordable prices, as they put it them-
selves. 
 
7 CONCLUSIONS 
According to the results of the study XXL’s marketing concept seems to work well and it is safe to 
continue using the current types of in-store advertising that have been used until now. The catego-
ries of in-store marketing XXL use today attract 92,5% of the customers’ visual attention which 
must be considered a very high share. The products on display were the category that attracted the 
most attention. Colorful shelf-ends attracted more attention than black- and white shelf-ends. When 
designing a given product display the retailer might want to pay closer attention to the product 
information including both the picture and the written information rather than the price information. 
The study found that out of the total time spent on looking at a given display the customers spent 
71,21% of the time looking at the product information while they only used 23,67% on the price 
information. However, if you as a retailer choose to communicate the discount amount in percentage 
points you will attract a greater deal of attention to the product price than if you choose to com-
municate the discount amount in currency. The customers believe that they spend a lot of the time 
looking at the prices but the study actually shows that it is the product information including the 
picture and the written information that attracts most of the visual attention on a given display. 
Products placed in or along the aisle are the ones attracting most of the visual attention whereas the 
displays or shelf ends placed more on the sides of the isle attract less visual attention.  This is also 
in line with earlier research (POPAI 2012, p. 5) which show that in-store marketing placed in the 
isle attract more visual attention than marketing placed in the perimeters of the isle.  
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 Limitations and further research 
This study is limited to researching only the physical in-store advertising and its ability to attract 
the customers’ visual attention. It would however also be very interesting to further investigate to 
what extent the customers actually end up buying any of the advertised products that they have 
looked at. This cannot be measured with the eye-tracking device and wasn’t therefore measured in 
this study. It could however very well be a topic in a future research.  
It could also be interesting to have a larger sample and see whether there are differences in for 
example demographic groups regarding what attracts their visual attention. This is something that 
was not measured in this study. This study investigated the concept of XXL, hence, further studies 
regarding other retailers would be interesting to conduct.  
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APPENDIX 1 
Questionnaire for informants to fill out in Phase 3 
 
 
Vastaaja numero: 
 
Sukupuoli: 
Nainen 
Mies 
Ikä: 
< 18  
19 – 30 
31 – 50 
51 – 70 
> 71 
 
Kuinka usein olet käynyt XXL myymälässä viimeisen vuoden aikana? 
0-1 kertaa 
2-3 kertaa 
4-5 kertaa 
6-10 kertaa 
> 10 kertaa 
 
Tulitko etsimään jotain tiettyä tuotetta? 
 Kyllä 
 Ei 
59 
 
 
Mihin seuraavista kiinnitit enemmän huomiota? 
 
 Esille nostetut tuotteet vai  Hyllyn päädyt 
 
Värikäs hyllyn pääty vai Mustavalkoinen hyllyn pääty 
 
Hintatiedot  vai  Tuote- kuva/informaatio 
 
Omasta mielestäsi, mikä myymälässä kiinnitti katseesi eniten? 
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APPENDIX 2 
Raw data from Phase 1 
 
 
 
Participant Accuracy
Football 
display
Yoga matt 
display
Sock 
display
Pöytäfudis 
display
Fast hera 
display
Shampoo 
display
Mini pool-
game 
display Pants display
Shelf end 
by center 
isle 
(colorful)
Shelf end 
on left 
side wall 
(colorful)
Shelf end 
on right 
side wall 
(black and 
white) Socks
Stiga 
hockey 
game
Fast hera 
protein Football Shampoo
Miniature 
pool game Outdoor pants
XXL 
Shopping 
carts
Shelf 
headline
1 95 1 1 1 1 1 1 1 1 1
2 92 1 1 1 1 1 1
3 90 1 1 1
4 96 1 1 1
5 96 1 1 1 1 1
6 75 1 1 1 1
7 94 1 1 1
8 96 1 1 1 1 1 1
9 99 1 1 1 1 1 1 1
10 94 1 1 1 1 1
11 96 1 1 1 1 1 1 1
12 96 1 1 1 1 1 1
13 94 1 1
14 92 1 1 1 1 1 1 1
15 93 1 1 1 1 1 1 1 1 1
16 97 1 1 1 1 1
17 94 1 1 1 1 1
18 96 1 1 1
19 95 1 1 1 1 1 1 1
20 94 1 1 1 1
Sum 7 4 1 1 4 2 2 7 10 8 8 6 7 5 10 4 1 11 7 1
Total 28 26 44 8
Displays Shelf ends Products Other
